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As is known to all, the retail market for refined oil product was opened to the 
outside world in 2007. Afterwards, World oil giants were successful in entering 
Chinese market, which are BP, Shell, and Exxon Mobil etc. The quantity of gas 
stations has a large increase in order to capture market, push up sales and increase the 
efficiency. Nevertheless, singleness for the service of gas station has not been changed 
radically. For refined oil product, the era of meager profit is coming. Meanwhile, the 
competition is becoming more and more fiercely for gas station. Operators in the 
major oil companies have identified that and started to add non-oil service in the gas 
station. In February of 2012, Commercial department published the guidance 
suggestion for the development of non-oil service of gas station, which required oil 
companies everywhere should take the most suitable actions according to local 
conditions, fully make use of the advantages of gas station in terms of network, 
location, brand and customer resources, actively develop non-oil service. Therefore, 
the marketing network can be formed step by step, which is with perfect function, 
self-contained complete service, strong competitiveness, and high brand value. As is 
shown above, Chinese gas station has formally entered the era of diverse competition 
and will confront the new starting point and challenges for the non-oil service of 
convenient store.  
Nowadays, the bright perspective of domestic convenient store is in strong 
contrast to the current pessimistic situation. On the one hand, although developing 
without high quality, the convenient store still has big development space. On the 
other hand, many factors influence and restrict the development for convenient store 
such as residents’ consumption habit, the level of residents’ consumption, business 
environment, and the level of management etc. Currently, for gas station, it’s in the 
transition stage when gas station provides non-oil service instead of oil service. There 















profit for non-oil service is lacking, convenient store in gas station will become an 
effective profit model more and more quickly for refined oil companies. In the 
viewpoint of the oil sales company of SES, this essay comprehensively analyzes the 
market segment and position in consideration of the situation of company, 
macro-environment and micro-environment. At the same time, from the 4C angle, it 
makes a marketing strategy research about the current business of SES convenient 
store, and put forward specific and practical suggestions, anticipating all the research 
will be benefit for the SES, and even the whole oil companies. 
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